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National identity and cross-border business focus of expatriates and host-country 
managers in the United Arab Emirates: A multinationality approach 
 
Abstract 
 
This paper evaluates the dimensions of national identity and cross-border business focus for 
six different nationalities in the Middle Eastern work environment. There is a significant gap 
in research in these areas and especially their interrelationships as they have been largely 
examined in a Western context. Data were collected from 213 employees working in 
educational, medical, and oil-related sectors in the United Arab Emirates. Factor analysis was 
then used to determine the underlying factor structures of national identity and cross-border 
business focus. The results demonstrate that the most significant demographic variables 
affecting national identity and cross-border business focus are age, level of education, 
industry, and religion while gender, country-of-origin, and nationality are less significant. 
This paper contributes to extant knowledge on national identity, and augments explanations 
about the cross-border business focus of both expatriates and host-country nationals. The 
paper discusses the implications, limitations, and directions for future research. 
 
Keywords National culture, National identity, Cross-border business focus, Expatriates, 
United Arab Emirates. 
 
Introduction 
 
National culture is a set of values passed from generation to generation by parents, 
government, religion, and schools, and is reinforced through social pressure (Czinkota, Rivoli 
and Ronkainen, 1994; Czinkota and Ronkainen, 2006; Piepenburg, 2011; Yukl, 2002). 
National culture has two main components. First, surface culture represents the above-ground 
part of the tree (Holtzman, 2000). It is visible in the form of customs, dress, eating habits, 
technology, arts, and behaviour (Dadfar and Gustavsson, 1992; Van Vainen et al., 2004), and 
how to shake hands and what to talk about (Hickson and Pugh, 2001). Second, deep culture 
exists below the surface, like the roots of a tree. It cannot be easily seen but is observable in 
the form of beliefs, values, knowledge, procedures, and ways of thinking (Boeing, 2013; 
Dadfar and Gustavsson, 1992; Van Vainen et al., 2004) as well as how everyone is perceived 
(Hickson and Pugh, 2001). Although surface culture can change over time due to 
globalization and societal trends, deep culture is static (Wederspahn, 2000). However, it is 
important to gain an understanding of both surface and deep values that underlie a specific 
cultural context to allow us to interpret the manifestation within which that specific culture 
was created (Kersten, Kersten and Rakowski, 2004). 
 
Most theorists agree that cultural differences endow managers and their subordinates with 
different innate behaviours (Hofstede, 2001). These behaviours, together with the values of a 
culture, are internalized by people as they grow up, and will influence attitudes at a sub-
conscious level (Ali and Azim, 1996; Schwartz, 2012; Yukl, 2002). In other words, people 
subconsciously carry with them the values, beliefs, and behaviours they picked up from 
society during their youth, and this influences their behaviour and expectations throughout 
their lives. Accordingly, national culture affects a person’s reaction to different situations, 
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relationships with other people (Kitayama and Uskul, 2011; Marcus and Kitayama, 2010), 
and perception of events (Hall and Hall 1990; Neyer and Harzing, 2008). 
 
 
Perception of events within a culture is further influenced by an individual’s intelligence, and 
their work and cultural experiences (Ali and Azim, 1996; Maddux and Yuki, 2006). For 
example, a manager who has worked in different countries for 20 years is likely to be more 
sensitive to a set of values and beliefs that are taken for granted by locals than a manager who 
has no overseas experience. As such, the influence of national culture on individual 
behaviour is well established, and the differences between Eastern and Western cultures are 
significant (Lok and Crawford, 2004). While Western European countries and North America 
are defined as low-context cultures where communication is taken at face value, Asian 
countries are high-context cultures where communication can be both spoken and unspoken 
(Liu and Almor, 2016). Hence, for a manager to attain maximum productivity from a 
workforce, an understanding of the underlying values and beliefs of their employees, and 
how these affect motivation, work ethic, and general behaviour, is invaluable. Managers need 
to know why others act as they do (Hall and Hall, 1990). 
 
The objective of this study is to investigate and highlight the nature of national identity and 
cross-border business focus of expatriates and host-country nationals (HCNs) within the 
Middle Eastern context, particularly the United Arab Emirates (UAE), and examine how 
demographic and organizational factors such as age, gender (male versus female), education, 
level of job (managerial versus non-managerial), industry, religion, country-of-origin, and 
nationality affect these variables. The UAE is one of the most developed nations in the 
Middle East region and classified as a high-income generating economy by the International 
Monetary Fund (Waxin and Bateman, 2016). Its culture derives from a combination of 
traditional Arabic values, but Western and Eastern cultures also influence it (AlMazrouei et 
al., 2016). From its beginning, UAE has relied on foreign labour to build and grow its nation 
that has grown consistently to the present day (Isakovic and Whitman, 2013). Accordingly, 
the UAE’s environment is multicultural, with many expatriate managers and workers (Raghu 
and Sartawi, 2012). It is essential for managers, both local and expatriate, to have a workable 
knowledge of cross-cultural management and national culture (Bealer and Bhanugopan, 
2014). This is important as employment decisions in the UAE and particularly its private 
sector is made by expatriates as they use business rationale to make decisions 
(Forsteniechner, 2009). As per the data published by UAE’s Ministry of Information 
Technology and Culture, expatriates account for 91% of the total workforce (Bashir, 2012), 
and can be divided into Arabs and Asians, with the top nationality being Indian (Azhar, 
2016). The UAE, therefore, represents a society rich in cultural diversity and abundant in 
expatriate managers (AlMazrouei et al., 2016), and thus provides an ideal setting for 
examining national identity, expatriation, and cross-border issues (Tahir, 2018). 
 
Despite its apparent metamorphosis into a developed country, many cultural practices in the 
UAE are driven by traditional Arabic values as evident in the rest of the Middle East. For 
example, in most of the Gulf countries, including the UAE, the interpretation of labour laws 
is guided by ‘Urf’ (custom) and ‘Sharia’ (Islamic law), which reflects the need to protect 
women and create a moral work environment (Metcalfe, 2006). Similarly, the use of ‘Wasta’ 
(nepotism) is still common in Arab society, and there is a cultural hierarchy built around 
expatriate nationality and the strength of a surname (Ta’Amnha, Sayce and Tregaskis, 2016). 
Furthermore, there are huge inequalities in work and salaries in the UAE between locals and 
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expatriates. For example, as compared to men, women’s participation in the UAE national 
labour force has remained consistently low (Gallant and Pounder, 2008; Kemp and Zhao, 
2016). Similarly, expatriates are typically employed in the private sector, which exhibits rent-
seeking behaviours, with salaries and benefits at much lower levels, particularly for those 
working in semi-skilled or unskilled levels of employment (Raheem, 2016). Accordingly, 
expatriate managers in the UAE report many cultural differences that impact their work and 
performance (Cerimagic, 2010). In these environments, expatriates are likely to encounter 
more difficulties in managing international assignments (Hemmasi and Downes, 2013). 
 
Although there have been studies on expatriates and cross-cultural management in the UAE 
context before (see AlMazrouei and Pech, 2015; AlMazrouei et al., 2016; Bashir, 2012; 
Cerimagic, 2010; Isakovic and Whitman, 2013), no study that the authors are aware of has 
focused on examining and understanding national identity and cross-border business issues 
comparatively between HCN managers and expatriates in the UAE. Furthermore, no study on 
cross-cultural management in the UAE has so far adopted a multinationality approach by 
comparing expatriates and Emiratis coming from various foreign and Middle Eastern 
countries but working in the UAE to examine their national identity and cross-border 
business. For instance, Nguyen et al. (2015) compared the nature of commitment that local 
employees have towards a parent-company and local subsidiary of a multinational company 
(MNC) in Vietnam as compared to the commitment-levels of Western expatriates. 
Unfortunately, such a comparison of the two foci is not available for the Middle Eastern 
context. Accordingly, this study seeks to fill the gaps in the literature by examining how 
national culture and identity of local HCNs and expatriate managers affect them when 
working in the UAE. This is particularly important given the large expatriate population and 
abundance of multicultural organizations in the Gulf region that makes it essential for 
managers working in these organizations to obtain this knowledge to enhance their cross-
cultural management skills. 
 
This paper begins by reviewing the literature pertaining to Arab culture, Islam, and 
Hofstede’s (2001) cultural dimensions in the UAE. Discussion of the literature on national 
culture, identity, and cross-border business focus follows, which leads to the hypotheses 
established for this study. The research methodology is explained, followed by analysis and 
results, discussion of the study’s findings, their implications for theory and practice, and 
directions for future research. 
 
Arab culture, Islam, and Hofstede’s dimensions in the United Arab Emirates 
 
There are four main influences on the local Arab culture in the UAE: the tribal system, Islam, 
foreign rule, and oil money (Hickson and Pugh, 2001). Because of their tribal beginnings, 
Arabs consider power as a right of birth and providing access to important people, unlike the 
Western belief of advancement by merit. The biggest influence on Arab culture is Islam, as 
most Arab countries are not secular. Religion thus shapes values, beliefs, and general outlook 
on life (Lewis, 2006). In fact, Arabic language, social life, and traditions are all deeply rooted 
in Islam, which is not just considered a religion but a complete way of life (Kavoossi, 2000). 
Westerners, however, consider themselves secular, and live by the rules created by people 
rather than from religious sources (Hague, 2005). On the other hand, Islam is the most 
prevelant religion in the Arab world and it affects almost every aspect of behaviour (Obeidat 
et al., 2012). For instance, Islam rules government and the law as well as the way people live. 
Islam is, therefore, evident in all social organizations, institutions, and most governments 
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throughout the Arab world, and there is not much delineation between work, society, and 
religion. 
 
The UAE has a distinct national culture that explains some of the cultural behaviours 
prevalent in the country. For instance, power distance in the UAE tends to be high (score of 
80 for the Arab world) compared to the West (35), which indicates huge inequity of wealth 
and power (Klein, Waxin and Radnell, 2009), and with decisions made based on favours to 
subordinates and loyalty to superiors rather than on merit (Obeidat et al., 2012). The result is 
a large gap between senior managers who are highly respected compared to employees who 
are not treated equally, especially those at the lower levels of the organizational hierarchy 
(Reddy, 2011). However, the difference in the cultural dimension of uncertainty avoidance is 
not so clear in the UAE and the Arab world. For instance, the UAE ranks high on this index 
(score of 68) compared to Australia (51) (Hofstede, 2001), indicating that Australians deal 
with uncertainty better than people from the Middle East because they face issues head on. 
This difference indicates that ineffective rules create a structure to a society that can lead to 
uncertainty avoidance, even if the rules do not work in practice (Cerimagic, 2010). 
Accordingly, if a society has a low tolerance for uncertainty, strict rules, and regulations 
should be implemented and followed to minimize it (Klein, Waxin and Radnell, 2009). 
 
Collectivism in the UAE is high (score of 38) compared to the West, which is high on 
individualism (score of 90) (Hofstede, 2001). Thus, Arabs in the UAE tend to be more loyal 
to groups within an organization rather than to its goals and objectives (Obeidat et al., 2012). 
Arabs, in general, tend to have close extended families, and it is not unusual for three 
generations to live together. They also have large networks of friends and are very generous 
to poorer people in the community (Cassell and Blake, 2012). As a result, Arabs, including 
the Emiratis, have a long-term commitment to family, extended family, and extended 
relationships (Klein, Waxin and Radnell, 2009). The implications of this tendency towards 
collectivism in commerce could be that people are more comfortable and efficient when 
working in teams rather than working alone. Interestingly though, contrary to what many 
people think, Arab cultures, including the UAE, are more feminine than Western cultures, 
which are traditionally masculine. For example, empathy is part of the Arab culture, so it 
stands to reason that Hofstede’s (2001) results show a leaning towards the feminine side. 
Arabs are quite generous and care about the welfare of other people and believe in 
establishing friendly relationships (Obeidat et al., 2012). Thus, the UAE represents a 
feminine society where people work to live, and favour good relationships and working 
conditions (Bealer, 2014). 
 
Finally, when it comes to long-term versus short-term orientation, there is no specific data 
available for Arab countries, including the UAE. However, considering that cultures with a 
long-term orientation encourage planning, a strategy that Arab cultures use to reduce 
uncertainty, and the similarities Arab cultures have with other collectivist cultures like the 
Chinese, it would be safe to assume that Arab cultures have a long-term orientation (Obeidat 
et al., 2012). Western cultures, on the other hand, are medium or short-term oriented (Pan and 
Zhang, 2004) and live for now compared to Asian cultures, which look to the future. The 
implications of time orientation are societal, and therefore do not have significance in terms 
of the workplace; Hofstede (2001) does not offer any connection to the workplace for this 
dimension. See Table 1 for the results of Hofstede’s cultural dimensions. 
(Insert Table 1) 
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National identity 
 
It is well known that national culture has a significant impact on people’s attitudes, beliefs, 
and values (Ali and Azim, 1996; Yukl, 2002). How a strong national culture affects our lives 
is evidenced by our feelings of national identity. National identity occurs when a country’s 
national culture has core traits that make it unique from other cultures’ forms of identity 
(Keillor, Tomas and Hult, 1999). Accordingly, the strength of a person’s national identity 
influences how strongly they are attached to their own culture; for example, if national 
identity is very strong, a person may be ethnocentric (Fish, Bhanugopan and Cogin, 2008). 
The strength of a person’s national identity is important both from an employee and 
manager’s point of view. Employees with a strong national identity will be more likely to fit 
into a cultural stereotype and behave in a predictable manner. Ethnocentric managers, on the 
other hand, may not be suitable for a multicultural environment because they may judge 
everything against their own culture. 
 
Belonging to a certain nationality does not necessarily mean that an individual will display a 
constraining cultural outlook driven by their national association (Patel, 2013). For example, 
a study conducted by Ailon and Kunda (2009) on the relationship between transnationalism 
and nationalism in a Palestinian subsidiary of Israeli multinational corporations revealed that 
Israeli employees often chose to play out their Israeli identity explicitly on occasion, while 
undermining it at other times. Nonetheless, national identity creates solidarity amongst 
people of similar culture as it enables them to belong to groups with similar beliefs and 
attitudes (Huang, 2005). Accordingly, national identity is deeply rooted in culture, and 
simultaneously reflects one’s own culture (Hague, 2005). Furthermore, the extent to which 
people feel their sense of national identity varies from country to country, and on an 
individual level. Despite suggestions that globalization is reducing in strength, research 
shows that this is not the case, with nations with a strong identity remaining unaffected 
(Catterall, 2011). 
 
There are two reasons why people working in a country with a strong national identity, or 
individuals with a strong identity, need to be aware of the implications of national identity. 
First, if a potential new manager for an overseas posting has a strong sense of national 
identity, it is possible they will be more ethnocentric than a manager with a weaker one (Fish, 
Bhanugopan and Cogin, 2008). This ethnocentricity may negatively affect the manager’s 
attitude towards their new country and the people they work with, which is detrimental to 
both the company and the manager. Second, if the foreign country has a strong sense of 
national identity the new manager must be open-minded and sensitive. For example, Emirati 
women are expected to contribute towards the success of the UAE and can work in 
businesses and organisations; however, they must do so while preserving their indigenous 
culture and traditions (Farrell, 2008). Thus, Bartlett and Ghoshal (1988) suggest that 
managers should have the communicative competence to support the values and beliefs of 
different cultures engaging in transnational business. In addition to an awareness of national 
identity, international managers should have a cross-border business focus. In other words, 
they should seek, learn from, and encourage cross-border business activities (Fish, 
Bhanugopan and Cogin, 2008). Hence, a person who has a weak national identity, is not 
ethnocentric, and who is also interested in other cultures, has the potential to be an excellent 
expatriate manager or employee. In the words of Adler and Bartholomew (1992, p.53), 
managers must have ‘transnational competence’. 
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National identity and cross-border business focus 
 
Cross-border business focus, also known as cross-cultural competence refers to a manager’s 
competence in accepting attitudes, values, and norms of other cultures, and willingness to do 
business in a foreign country as an expatriate (Fish, Bhanugopan and Cogin, 2008). 
Successful intercultural adjustment requires expatriates to learn and practice new skills and 
knowledge in cross-cultural settings (Khan, Khan and Rahman, 2011; Yamazaki, 2010) as 
well to display a certain level of engagement with the host-country (Selmer and Lauring, 
2016). This allows expatriates to build capacity for cross-border business in adapting to the 
expectations and cultural demands of the host-country (Caligiuri and Tarique, 2012). For 
example, managing stress in international work settings, understanding HCN perceptions, and 
the ability to relate to people in an effective manner are essential cross-cultural skills that are 
critical for success in international assignments (Leiba-O’Sullivan, 1999; Mendenhall and 
Oddou, 1985). As such, cross-border business focus allows an expatriate manager to 
understand and develop sensitivity to other cultures and achieve strategic objectives in 
foreign markets (Haghirian, 2012). 
 
Although it is important that managers develop competencies that allow them to interpret a 
culture accurately, too often they tend to see the culture from a certain angle (Haghirian, 
2012) due to national identity. This can often lead to misunderstandings and cultural 
conflicts, and therefore, the higher the cross-border business focus, the more likely the 
manager can reflect on their ethnocentric views and understand perceptions that contradict 
those views (Haghirian, 2012). Interestingly, a study conducted by Fish, Bhanugopan and 
Cogin (2008) on the suitability of cross-border assignments from a manager’s perspective 
found that managers that are most likely to succeed in a multicultural environment are 
transnationalists who have low national identity and high cross-border business focus. The 
managers least likely to succeed are ethnocentrists who have high national identity and low 
cross-border business focus. Too often managers are hired based on technical, managerial, 
and strategic skills without consideration of their suitability for an overseas posting (Fish, 
Bhanugopan and Cogin, 2008). Accordingly, when stereotyping people from different 
national cultures it is useful to know how closely they identify with their innate culture. From 
this it may be possible to ascertain a person’s suitability for international postings. 
 
In addition to national identity and cross-border business focus, there are other factors that 
may affect behaviour: a person’s profession, level of job, the organizational culture of the 
company, the size of the organization (Hickson and Pugh, 2001), the context of the country, 
the type of industry, age, gender, education, religion, job or function (Hickson and Pugh, 
2001; Trompenaars and Hampden-Turner, 2002), personal wealth, and wealth of parents. In 
addition, it is also possible that the point of development of a country has more impact on 
behaviour than the national culture. For example, Hickson and Pugh (2001) observe that 
management in developing countries tends to be collectivist, authoritarian, time is not urgent, 
and there are many signatures and official stamps required for simple processes; hence what 
takes months in a developed country can take years in a developing one. Having considered 
all the factors that may influence behaviour, it is important to note that research shows that 
nationality has three times more influence on the shaping of managerial assumptions than any 
of the other characteristics. In addition, when looking at differences amongst people, culture-
of-origin is the most important, closely followed by industry and religion (Klein, Waxin and 
Radnell, 2009).  
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In summary, the foregoing discussion delineates demographic factors that may influence 
management assumptions and perceptions. The extant literature provides definitive evidence 
that demographics have an impact on national identity and cross-border business focus. Thus, 
the following hypotheses are posited: 
Hypothesis 1: There is a positive relationship between national identity and demographic and 
organizational factors. 
Hypothesis 2: There is a positive relationship between cross-border business focus and 
demographic and organizational factors. 
Methodology 
 
Sample population 
 
We considered the employees (both nationals and expatriates) working in several 
organizations in the western region of Abu Dhabi, UAE for this study. We obtained the list of 
these organizations from the Abu Dhabi Chamber of Commerce and Industry 
(www.abudhabichamber.ae) and from the Abu Dhabi Online Commercial Directory 
(www.business.abudhabi.ae). At the time of the study, 81 companies located in the Abu 
Dhabi region were listed in the Abu Dhabi Securities Exchange (www.gulfbase.com). Based 
on convenience, proximity, and being the biggest in the local area, we invited five 
organizations to take part. Respondents within organizations were recruited on a voluntary 
basis. The sample included employees from oil-related companies, a hospital, and a major 
educational institution in the western region of Abu Dhabi (Bealer and Bhanugopan, 2014). 
Sampling framework and strategy 
 
The respondents in this study were mainly expatriates from Western countries (Australia, 
Canada, the USA, and Europe), Emiratis, employees from other Arab countries (i.e. Jordan, 
Syria, Palestine, Egypt, and Lebanon), and expatriate employees from India, the Philippines, 
and Africa. There was no direct contact with the respondents, guaranteeing anonymity, and 
no data were collected that might identify the respondents. Prior to the actual data collection, 
a draft version of the questionnaire was pre-tested through a pilot study involving a sample of 
25 respondents to obtain suggestions and comments on the questionnaire’s design and 
questions. The target research population was reasonably educated with good spoken and 
written skills in English. However, to assist respondents with limited English language 
capability we translated the questionnaire to Arabic, so they could participate, and fully 
understand and answer the questions. The researcher and the bilingual expert made certain of 
conceptual equivalence by inserting the intended meaning of the various concepts used in the 
translated questionnaire, and checking overall conceptual equivalence by carefully 
considering terminologies, and idiomatic and syntactical equivalence to avoid systematic bias 
(Sekaran, 1983). 
 
We sent the questionnaire to specific contacts at the companies for distribution to employee 
volunteers. The specific company contact collected completed questionnaires and returned 
them to the researcher. Out of 500 questionnaires distributed, 219 questionnaires were 
returned, of which 213 were usable, yielding a response rate of 43%. We tested the 
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hypotheses using factor analysis (ANOVA, MANOVA, and regression analysis). We 
calculated the means, standard deviations, Cronbach’s alphas, and percentages of response 
for each factor using Microsoft Excel and SPSS. 
 
Measures 
 
The national identity section of the questionnaire relating to this paper was based on the 
results of research by Fish, Bhanugopan and Cogin (2008). They administered a 
questionnaire to gain insight into two value orientations – national identity and cross-border 
business focus. The first section of their questionnaire comprised a seven-point very strongly 
disagree (VSD) versus very strongly agree (VSA) 19-item Likert-scale measuring national 
identity adapted from Keillor, Tomas and Hult (1999) with two additional questions from the 
work of Fish (1999). The second section comprised a 23-item seven-point VSD versus VSA 
Likert-scale measuring cross-border business focus. Fish (1999) developed this questionnaire 
from questions in the CYMYC scale developed by Yoon, Cannon and Yaprak (1996), and the 
Pluralism/Cosmopolitanism Continuum developed by Cvetkovich and Earle (1997).  
 
Both scales relate to cosmopolitanism, which does not explain cross-border business focus, so 
the geocentric construct developed by Kobrin (1994) was also used to focus the scale to a 
cross-border business perspective (Fish, Bhanugopan and Cogin, 2008). Based on Fish, 
Bhanugopan and Cogin’s (2008) research a new questionnaire was compiled. It comprised a 
seven-point VSD versus VSA 17-item Likert-scale measuring national identity and cross-
national business focus. Questions 1–10 related to national identity, and questions 11–17 to 
cross-national business focus. Samples from the national identity section of the questionnaire 
are: ‘My country has a strong cultural heritage’ and ‘Citizens of my country are proud of their 
nationality’. Samples from the cross-border business focus are: ‘A lot can be learned from 
foreign cultures about different ways of conducting business’ and ‘A lot can be learned from 
foreign cultures about different management practices. 
 
Analysis and results 
 
Demographic profile of respondents 
 
Respondents indicated their age, gender, educational qualifications, industry, level of job, 
religion, country-of-origin, and nationality. Age was skewed towards the 20–30-year age-
group with 36.6% (N = 78). The other age groups were evenly distributed with the 30–40-
year age-group at 20.7% (N = 44), 40–50 at 21.1% (N = 45) and 50–60 at 21.6% (N = 46).  
Gender was skewed to males with 70% (N = 149), and females accounted for 30% (N 
= 64).  
 
Education levels were 26.3% high school graduate (N = 56), 40.4% bachelor’s degree 
(N = 86), 27.7% master’s degree (N = 59), and 5.6% doctorate (N = 12).  
 
The industries in which respondents worked were education 51.2% (N = 109), medical 8.9% 
(N = 19), engineering 17.8% (N = 38), and other 22.1% (N = 47). The high number of 
answers for ‘other’ indicates that the category may not have been fully understood, and 
respondents in some cases possibly answered in relation to the type of job performed rather 
than type of industry they were employed in.  
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The level of job was dominantly non-managerial, 69.5% (N = 148), with 30.5% in managerial 
positions (N = 65). Islam 54.5% (N = 116) was the main religion, followed by Christian 
28.6% (N = 61), and other 16.9% (N = 36). The ‘other’ response came predominantly from 
Indian and American employees.  
 
Country-of-origin was mostly Western or Emirati; 34.7% were Western (N = 74), 37.6% 
were Emiratis (N = 80), 10.8% were other Arabs (N = 23), 10.8% were Indians (N = 23), 
2.8% were Filipino (N = 6), and 3.3% were African (N = 7).  
 
Nationality was similar to country-of-origin except for three other Arabs, one Indian, and one 
African, all of whom took Western nationality, resulting in 37.1% with Western nationality 
(N = 79), 37.6% Emiratis (N = 80), 9.4% other Arabs (N = 20), 10.3% Indians (N = 22), 2.8% 
Filipinos (N = 6), and 2.8% Africans (N = 6) (Bealer and Bhanugopan, 2014). 
National culture 
 
To evaluate the dimensions of national culture in a Middle Eastern work environment, we 
used Principal Component Analysis (PCA) to determine the underlying factor structures of 
national identity and cross-border business focus. Many variables were used to determine the 
strength of national identity and cross-border business focus of respondents.  
 
We first tested the data using SPSS 20 to ensure their suitability for factor analysis. The 
resultant rotated factor loadings were all significant with the lowest being 0.535. Haire et al. 
(1998), and Ticehurst and Veal (2000) confirm that factor loadings equal to 0.50 or greater 
are considered significant.  
 
We used Cronbach’s alpha coefficients to ensure reliability of the questionnaire. Nunnally 
(1978) asserts that a Cronbach’s alpha of 0.70 is acceptable, and results showing factor 
reliability for this study were 0.81 for national identity and 0.70 for cross-border business 
focus.  
 
We also derived Bartlett’s test of sphericity and a Kaiser score. The Kaiser score, testing for 
sample adequacy, was 0.816 for national identity and 0.699 for cross-border business focus. 
A Kaiser score above 0.80 is considered excellent, and a score above 0.60 is satisfactory 
(Ryan, 1995).  
 
We extracted factor constructs through PCA and rotated using VARIMAX with Kaiser 
Normalisation. PCA is a well-established technique for reducing dimensions using 
VARIMAX rotation to extract factors. Researchers also widely use it to find underlying 
dimensions in variable sets (Haire et al., 1998). We applied PCA to verify any increased 
correlation amongst variables because of overlapping variation between them, as suggested 
by Leeflang (2000).  
 
The Bartlett test of sphericity (Chi-square value) was 665.491 for national identity and 
423.150 significant at p < 0.000, showing significant correlation amongst many variables. 
Factors with eigenvalues of greater than 1.575 were selected for the first study (national 
identity) and greater than 1.724 for the second (cross-border business focus). Haire et al. 
(1998) suggest that eigenvalues should be above 1.000 to be considered significant. Because 
the number of variables was low in both studies the variances accounted for were also quite 
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low. In social science research 60% total variance, or in some cases even less, is still 
considered valid (Haire et al., 1998). In this study, a total variance of 59.012% was explained 
by a two-factor solution for national identity, and 63.314% was explained by a two-factor 
solution for cross-border business focus. The Scree test, which plots the eigenvalues against a 
number of components, suggested that two substantive latent factors existed in both studies.  
 
Tables 2a and 2b present results of factor structure including the mean, standard deviation, 
factor loading, communalities, Cronbach’s alpha, eigenvalues, and percentage of variance, 
for the two latent factors in national identity and the two latent factors in cross-border 
business focus. 
Definition of the latent factors 
 
National identity Factor 1  
 
Consumer ethnocentrism and religion displayed a consistent factor loading on four variables. 
The highest result was for the second variable (0.852) – whether only products not made in a 
country should be imported – and the lowest was for the fourth variable (0.638) – whether a 
specific religious philosophy is what makes a person a citizen of a country. The eigenvalue 
for items in this factor was 3.736. (See Table 2a) 
 
National identity Factor 2  
 
Historical pride factor loadings ranged from 0.829 to 0.535, the highest being for the 
statement, ‘My country has a strong cultural heritage’ and the lowest for, ‘Citizens of my 
country are proud of their nationality’. The eigenvalue was 1.575. (See Table 2b)  
(Insert Table 2a and Table 2b) 
Cross-border business focus Factor 3 
 
Openness to diversity had the highest factor loading of 0.855 in the statement, ‘A lot can be 
learnt from foreign cultures about different ways of conducting business’. There were four 
variables in this factor, and the lowest loading was 0.666, which came from the statement, ‘I 
like immersing myself in different cultural environments’. This factor had an eigenvalue of 
2.708. 
 
Cross-border business focus Factor 4  
 
Strong traditional values included three items, and the factor loadings ranged from 0.858 to 
0.707. The highest factor loading was found in the statement, ‘Maintaining home-country 
business practices, ensures effective cross-border operations’, and the lowest in ‘The 
identification and development of new national cultures is important’. The eigenvalue was 
1.724. 
 
Table 3a reports correlations between the variables in the national identity factors and the 
cross-border business focus factors. For national identity, we observed a significant 
correlation between most items and factors. The two factors for national identity are historical 
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pride (HP), and consumer ethnocentrism and religion (CER). The correlation was significant 
within HP, the highest being 0.569 for HP3, ‘One of my country’s strengths is that it 
emphasizes events of historical importance’ and HP2, ‘My country has a strong cultural 
heritage’. The lowest at 0.119 was for HP4, ‘Citizens of my country are proud of their 
nationality’ and HP1, ‘Citizens of my country possess identifiable cultural attributes that 
citizens of other countries do not possess’. CER had significant correlations within itself, the 
highest being 0.635 for CER7, ‘Only those products not available in my country should be 
imported’, and the lowest 0.363 for CER8, ‘It is always best for citizens to purchase products 
made in their home country for whatever reason’ and CER10. Across the factors, HP had 
moderate correlation with CER, the highest being 0.517 for CER10, ‘A specific religious 
philosophy is what makes a person a citizen of my country’ and HP5, ‘Citizens of my country 
feel that they come from a common historical background’. There were two items that did not 
correlate at all – CER8 / HP1 and CER8 / HP3. 
 
(Insert Table 3a) 
 
For cross-border business focus, we observed a significant correlation between most items 
and factors (see Table 3b). The two factors for cross-border business focus are strong 
traditional values (STV), and openness to diversity (OD). There was significant correlation 
within OD, the highest being 0.639 for OD13, ‘A lot can be learnt from foreign cultures 
about different ways of conducting business’ and OD16, ‘A lot can be learnt from foreign 
cultures about different management practices’. The lowest was 0.330 for OD16 and OD11, 
‘I like immersing myself in different cultural environments’. There was significant 
correlation within STV; the highest of 0.483 was recorded for STV14, ‘I appreciate the 
importance of following tradition’ and STV15, ‘Maintaining home-country business practices 
ensures effective cross-border operations’. There was little correlation between the OD and 
STV items, with three being insignificant and the highest being 0.248. 
(Insert Table 3b) 
Regression analysis 
 
Table 4 presents the regression results of national identity and cross-border business focus. 
Most of the demographic variables (age, gender, education, industry, level of job, religion, 
country-of-origin, and nationality) had a significant effect on the respondents’ answers in 
most of the factors. The one demographic variable that had very little relationship to any of 
the factors was level of job – managerial versus non-managerial – and the one factor that was 
not significantly affected by any of the demographic variables was OD. The demographic 
variable with the most causality was education, and the factor affected by every variable was 
STV. 
(Insert Table 4) 
 
The four factors derived from factor analysis were CER, HP, OD, and STV. Age was 
significantly related to CER (β = –0.513, t = –8.629), HP (β = –0.377, t = –5.892) and STV 
(β = –0.572, t = –9.971), while there was no connection between age and OD. Gender was 
significantly related only to STV (β = –0.249, t = –3.676), and moderately related to CER 
(β = –0.202, t = –2.979) with some connection to HP (β = –0.156, t = –2.288), but none to 
OD. Level of education had a strong connection to CER (β = –0.526, t = –8.931), OD 
(β = 0.266, t = 3.939), and STV (β = –0.450, t = –7.201), and some relationship to HP (β = –
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0.173, t = –2.541). The industry the respondents worked in had a significant connection to 
their views on CER (β = 0.386, t = 6.046) and STV (β = 0.296, t = 4.434), a moderate 
connection to OD (β = –0.236, t = –3.462), and no connection to HP. The level of job had no 
significant connection to any of the factors, but a moderate and slight connection to STV (β = 
0.204, t = 2.979) and HP (β = 0.161, t = 2.357) respectively. Religion had strong causality to 
all the factors except OD (CER β = –0.438, t = –7.051, HP β = –0.287, t = –4.339, STV β = –
0.489, t = –8.009). Country-of-origin and nationality had a strong relationship to HP (β = 
0.310, t = 4.719) and STV (β = 0.262, t = 3.876), and some to CER (β = 0.173, t = 2.535) but 
again, none to OD. 
 
Past research suggests that significant causality exists between demographics and the factors. 
Therefore, we performed MANOVA to further explore causality. Tables 5a and 5b 
summarize the MANOVA results of national identity and cross-border business focus. 
National identity 
 
Results of Tukey multiple comparisons on age showed that for CER the mean scores were 
significantly different between the 20–30-year age-group and all other age groups (p = 0.007 
for 30–40, p = 0.000 for 40–50 and 50–60), and different between 30–40 and all other age 
groups (p = 0.007 for 20–30, p = 0.025 for 40–50, p = 0.001 for 50–60). There was no 
difference between the 40–50 and 50–60 age groups (p = 0.757).  
 
Age and HP showed no statistical difference from 20–30 and 30–40 (p = 0.833), and no 
difference from 40–50 and 50–60 (p = 0.225), but there were significant differences between 
those two groups (p ≤ 0.005). There were no post-hoc results available for gender, as we 
included only two genders. For education and CER there was a significant difference between 
high school and a bachelor’s degree (p = 0.041), and a bachelor’s degree and a master’s 
degree (p = 0.000) but no difference between a master’s degree and a doctorate (p = 0.987). 
For HP, there was no significant difference between any groups (p = 0.084 to 0.996).  
 
Regarding industry, for CER there was a significant difference between education and all 
industries (medical p = 0.021, engineering and other p = 0.000), but no difference between 
engineering, medical, and other (p = ≥ 0.615). For HP, there was a difference between 
engineering and other (p = 0.045), but no other differences (p = 0.077 to 1.000). No post-hoc 
results were available for job level as there were only two levels. For religion and CER there 
were significant differences between followers of Islam and Christians (p = 0.000), and 
followers of Islam and other (p = 0.000), but no difference between Christians and other (p = 
0.555). Similar results applied for HP, with p = 0.000 for followers of Islam and Christians, 
and followers of Islam and other, and p = 0.345) for Christians and other. For country-of-
origin and CER, Westerners were significantly different from other countries (Emiratis p = 
0.000, other Arabs p = 0.003, Indians p = 0.017 and Filipinos p = 0.050), but not different for 
Africans (p = 0.998). Emiratis were different from Indians (p = 0.015), Africans (p = 0.017), 
and Westerners (p = 0.000). For HP, the only significant differences were between 
Westerners and Emiratis (p = 0.000), other Arabs (p = 0.000), and Indians (p = 0.000). Other 
comparisons were not significant (p = 0.341 to 1.000). Regarding nationality and CER, 
Westerners were significantly different from Emiratis (p = 0.000) and other Arabs (p = 
0.014), and Emiratis were also different from Indians (p = 0.014) and Africans (p = 0.049).  
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Other comparisons were not significant (p = 0.052 to 0.999) For HP, Westerners were 
different from Emiratis (p = 0.000), other Arabs (p = 0.000), and Indians (p = 0.000). No 
other comparisons were significant (p = 0.373 to 1.000). These results provide partial support 
for Hypothesis 1. 
(Insert Tables 5a and 5b) 
Cross-border business focus 
 
Results of Tukey multiple comparisons on age showed that for OD there was no significant 
difference no matter what the age of the respondent (p = 0.073 to 1.000). For STV however, 
there were significant differences in responses from the 20–30-year group and all other ages 
groups (p ≤ 0.001), and significant differences between 30–40 years and all other age groups 
(p = 0.001 for 20–30, p = 0.042 for 40–50, p = 0.000 for 50–60), but no difference between 
40–50 and 50–60 (p = 0.260). There were no post-hoc results available for gender, as only 
two genders were included.  
 
For education and OD there were significant differences between high school and a master’s 
degree (p = 0.046), and high school and a doctorate (p = 0.001) but no difference between 
high school and a bachelor’s degree (p = 0.466). There was no significant difference between 
a bachelor’s degree and a master’s degree (p = 0.491), but there was between a bachelor’s 
degree and a doctorate (p = 0.012).  
 
STV results were similar, with no difference between high school and a bachelor’s degree (p 
= 0.369), but significant difference between high school and a master’s degree, and high 
school and a doctorate (p = 0.000). There were significant differences between a bachelor’s 
degree and a master’s degree (p = 0.000), and a bachelor’s degree and a doctorate (p = 
0.007). There was no significant difference between a master’s degree and a doctorate (p = 
0.999).  
 
For industry and OD, the only significant difference was between education and other (p = 
0.010). For STV there was significant difference between education and engineering (p = 
0.000), and education and other (p = 0.007). Medical compared to education, engineering, 
and other, had no significant differences (p = 0.052 to 0.996). For job level, there were no 
post-hoc results available, as there are only two job levels. For religion and OD there were no 
significant differences between any of the religions (p = 0.083 to 0.983) but for STV there 
were significant differences between followers of Islam and all other religions (p = 0.000). 
There were no differences between Christians and other (p = 0.750). For country-of-origin 
and nationality there were no significant differences for any of the nationalities (p = 0.284 to 
1.000) for OD, but for STV there were significant differences between Western and all other 
nationalities except African (p = 0.000 for Emiratis, other Arabs, Indians; p = 0.008 for 
Filipinos, and p = 0.967 for Africans). There were also significant differences between 
Emiratis and other Arabs (p = 0.000), and Emiratis and Africans (p = 0.001). But there were 
no differences between Emiratis and Indians (p = 0.090), or Emiratis and Filipinos (p = 
0.686). These results provide partial support for Hypothesis 2. 
 
Discussion 
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The findings show that demographic variables do affect national identity and cross-border 
business focus. Age is a significant factor in shaping people’s CER, HP, and STV. 
Respondents’ views appear to change between the ages of 20 and 40 years, but after 40 their 
views appear stable. Age has no effect on a person’s OD, with all ages responding in a 
similar way. Education is significant for CER, OD, and STV but not for HP. Views change 
until participants reach master’s level, after which further education has no effect. The 
industry in which the respondents work is relevant to all four factors, with employees of 
educational institutions thinking differently from employees in any of the other industries 
surveyed. Religion is significant for CER, HP, and STV but not for OD. Participants who 
follow Islam answered differently to those of all other religions, with the highest degree of 
significance (p = 0.000). Country-of-origin and nationality are also conclusively significant, 
with Westerners appearing to have different views to all other nationalities except Africans in 
all factors except OD. The factor on which demographics had the least effect is OD, which 
was only affected by education and industry. Age, religion, and nationality also had no 
impact on respondents’ answers to how open to diversity they were. In addition, education 
had no impact on respondents’ feelings of HP.  
 
Two further demographic variables in the study are gender (male versus female) and level of 
job. There were no ad-hoc results calculable for these variables; however, regression analysis 
showed that gender had some impact on perspective, but the level of job had no impact. In 
summary, majority of the demographic variables to some extent influence the views of the 
participants on national identity and cross-border business focus. 
 
The findings of this study confirm that demographic variables have an impact on participants’ 
views; particularly, their feelings about CER, HP, and STV. The findings, however, also 
show that demographic factors do not significantly influence participants’ OD. A study 
conducted in the UAE confirmed that there are significant differences between the values of 
local and expatriate managers, and awareness of these differences is necessary to minimize 
possible problems (Ali, Azim and Krishnan, 1995). However, as always, inferences about 
national culture require caution because national populations are different in demographic 
composition – for example, age, education, and occupation (Schwartz, 1999) – and this study 
confirms that these other variables are as significant as national culture in shaping people’s 
ideas. Hofstede (2001) stereotypes many nationalities in his work, suggesting that Arabs and 
Westerners are at opposite ends of most of his cultural dimensions. This study confirms 
Hofstede’s results because in almost every case there were significant differences between 
the responses from Western participants and those from the Arab world, India, and the 
Philippines. In another study, when investigating the origin of work-related values using 
country, industry, religion, job or function, age, corporation, education, and gender, 
Trompenaars and Hampden-Turner (2002) found that culture-of-origin is the most important 
difference for every value dimension, followed by industry and religion (Klein, Waxin and 
Radnell, 2009). This current study confirms these findings, although not necessarily placing 
the three variables in the same order. Other research in the UAE has found religion to be the 
most important variable, giving a distinct identity to Arabs who follow Islam. The reason for 
this is that religion is the way of life in non-secular countries as opposed to in the West where 
other factors influence people (Hague, 2005). It is clear, that there are significant differences 
in value systems of local and expatriate workers in the UAE, and awareness is necessary to 
minimize potential problems (Ali, Azim and Krishnan, 1995). 
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Results support Hypotheses 1 and 2; demographic and organizational variables have a direct 
positive influence on national identity and cross-border business focus, the most significant 
being age, level of education, industry, religion, and country-of-origin. We draw three 
important conclusions. First, people working in the education industry appear to have a 
different perspective to people from other sectors. Second, followers of Islam have different 
views to people from other religions. Third, Westerners have different views from people to 
the other nationalities involved in this study.  
 
Implications for theory and practice 
 
The findings obtained in this study are important because they give expatriate managers an 
insight into how and why people think in a certain way. Managers in the UAE come from all 
parts of the world and have a multicultural workforce to contend with. Expatriates not only 
have very different cultural backgrounds, they come from countries with different political 
and legal systems, levels of wealth, and levels of conservatism. Some come from secular 
countries and others from Islamic countries. These cultural differences combined with other 
demographic differences can cause conflict and frustration if seen as good or bad rather than 
simply different. 
 
For a manager engaged in international business, it is important to know the culture of the 
host-country because it affects the market’s potential response to new products and different 
marketing designs. From a leadership perspective, it is useful for management to know that 
until the age of 40 people’s views are constantly changing, and that views continue to change 
with the level of education until the individual achieves master’s (or postgraduate) level 
qualifications. Significant in this multicultural society is the finding that Muslims have 
different views than other religions, that country-of-origin forms specific viewpoints in 
individuals, and that people working in educational institutions think differently to people in 
other industries. This combined knowledge gives managers an insight into the behaviour of 
people, which in turn helps them lead to maximize employee performance.  
 
Another consideration for human resource managers in the UAE is that when hiring 
managers, it is possible that those with high levels of national identity and low levels of 
cross-border business focus may be intolerant and inflexible with people of other nationalities 
(Fish, Bhanugopan and Cogin, 2008). For example, expatriate managers may not be aware 
that women in the UAE face barriers to undertaking international assignments due to 
corporate resistance, foreigner prejudice, women’s own disinterest and lack of family and 
support mechanisms (Hutchings, Metcalfe and Cooper, 2010) including the attitudes and 
expectations that males have towards working women (Elamin and Omair, 2010). 
Accordingly, being aware of local issues and stereotypes provide managers with a way of 
reducing uncertainty to simplify making judgements about others by giving a ‘local reality’ 
(AlWagfi and Forsteniechner, 2010) and therefore are valuable resources in human resource 
management and organizational behaviour. 
 
Directions for future research 
 
The results of this national culture study can be applied and replicated in other Middle 
Eastern countries with an expatriate population. While the percentage of expatriates is not as 
great in other countries, the origins and demographics of expatriates throughout the Gulf 
countries of Bahrain, Kuwait, Saudi Arabia, Oman, and Qatar, are similar. A bank of 
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knowledge could be built for these countries – an area currently lacking significant amounts 
of research. Studying more homogenous samples for each demographic variable would result 
in stereotypes not only for national culture but also for age, education, gender, industry, level 
of job and religion. For instance, examining how gender impacts national identity and cross-
border business focus of expatriates and host-country managers in other nationalities would 
provide valuable clues regarding gender representation and stereotyping. This will allow 
scholars to make more targeted recommendations towards expatriate managers to take the 
necessary steps that improve inequities existing in those cultures regarding gender such as 
enhancing women’s representation in Middle Eastern organisations. 
 
There is significant research on cultural dimensions of different nationalities but none about 
how other demographic factors affect people’s views. In addition, research on how strong 
feelings of national identity affect assimilation into a multicultural workplace, and how cross-
border business focus influences the tolerance of managers in a multicultural environment, 
would be useful.  
 
Another possibility is for further research in other sectors outside of education, engineering, 
and medical organizations. In addition, mediating factors, such as cultural and emotional 
intelligence, could be researched with national identity and cross-border business focus.  
 
Further, research could explore how national identity and cross-border business focus impact 
employee outcomes such as job satisfaction, organizational culture, organizational climate, 
and strategies for business in the Middle East. Job satisfaction, which is broader than 
satisfaction with supervisor, is a contentious issue. Research is conflicted on the importance 
of job satisfaction and its effect on productivity. However, it is not conflicted on the poor 
outcomes of job dissatisfaction. This could be studied in a Middle Eastern context.  
 
Organizational culture and organizational climate both have far-reaching implications on 
organizations, and can affect how creative, effective, and hardworking people are. It would 
be useful to explore how national culture affects these constructs.  
 
Finally, the effect of national culture on business strategies or lack thereof would also be a 
useful study in the Middle Eastern context where planning for the future is not widely 
experienced. 
Conclusion 
 
This study found that many demographic variables of a workforce, not just nationality, are 
significant in forming people’s views and consequent behaviour. This is an important finding 
because of its potential contribution to understanding why employees behave as they do and 
predicting how they will behave in certain future situations – in other words the essence of 
organizational behaviour. Organizations that market products need to predict the views of 
their target market, and managers running organizations need to predict how subordinates 
will fit into teams and how they will behave when given certain assignments. When 
employing managers, an organization needs to know that they will be open-minded enough to 
fit into a multicultural workplace and embrace the diversity for what it can offer rather than 
comparing it negatively to their home culture.  
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This study together with the existing cultural dimensions creates awareness that age, 
education, religion, industry, and gender, as well as national origin, affect the behaviour of 
people. For example, when creating a work team, a manager might now put certain 
nationalities together, or have the team consist entirely of people under 40 or have all 
Muslims for maximum cohesion.  
 
Further studies with many more homogenous sample groups may enable partial stereotyping 
by age, gender, education, industry, and religion. This in addition to the current cultural 
stereotyping, will give managers an excellent insight into how people may behave. The 
downside to not considering demographics when recruiting people in a multicultural society, 
where it is inevitable that many nationalities must work together, is frustration, conflict, high 
staff turnover, and low performance.  
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Table 1 Results of Hofstede’s Cultural Dimensions 
  
Power Distance 
 
(page 87) 
 
 
Uncertainty 
Avoidance  
 
(page 151) 
 
Individualism 
Collectivism 
 
(page 215) 
 
Masculinity  
Femininity 
 
(page 286) 
 
Long-Term 
Short-Term 
 
(page 356) 
Australia 36 51 90 61 31 
Great Britain 35 35 89 66 25 
Arab Countries 80 68 38 53 NA 
India 77 40 48 56 61 
Iran 58 59 41 43 NA 
Pakistan 55 70 14 50 0 
Philippines 94 44 32 64 19 
Average of Muslim Countries 65 55 20 40 NA 
 
Sources:     Hofstede, G, 2001, Riding the waves of Culture 
 Average of Muslim countries: from The International Business Center   
 http://geert-hofstede.international-business-center.com/hofstede_united_kingdom.shtml 
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Table 2a Factor Structure of National identity (Factors 1–2)  
Note. For national identity factors the Kaiser-Meyer-Olkin (KMO) was 0.816, Bartlett test (Chi-square) 665.491, total variance explained 59.012%. 
N = 213, Extraction method: Principle Component Analysis, Rotation method: VARIMAX 
α =  Cronbach’s alpha; NI = national identity; SD = standard deviation 
 
Factors Items Mean SD Factor 
Loading 
α Eigen 
Value 
 
 
NI Factor 1: 
 
Consumer 
Ethnocentrism 
and Religion 
 
It may cost me in the long run, but I prefer to support products 
made in my country 
 
Only those products not available in my country should be 
imported 
 
It is always best for citizens to purchase products made in their 
home country for whatever reason 
 
A specific religious philosophy is what makes a person a citizen of 
my country 
 
 
5.17 
 
4.80 
 
4.29 
 
 
3.91 
 
1.649 
 
1.897 
 
1.767 
 
 
2.424 
 
0.801 
 
0.852 
 
0.835 
 
 
0.638 
 
0.81 
 
3.736 
 
 
NI Factor 2: 
 
Historical Pride  
 
Citizens of my country possess identifiable cultural attributes that 
citizens of other countries do not possess 
 
My country has a strong cultural heritage 
 
One of my country’s strengths is that it emphasises events of 
historical importance 
 
Citizens of my country are proud of their nationality 
 
Citizens of my country feel that they come from a common 
historical background 
 
 
5.41 
 
 
6.08 
 
5.68 
 
6.30 
 
5.15 
 
1.419 
 
 
1.110 
 
1.222 
 
0.972 
 
1.629 
 
0.569 
 
 
0.829 
 
0.775 
 
0.535 
 
0.698 
 
0.74 
 
1.575 
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Table 2b Factor Structure of Cross-Border Business Focus (Factors 3–4) 
Note. For cross-border business focus factors the Kaiser-Meyer-Olkin (KMO) was 0.699, Bartlett test (Chi-square) 423.150, total variance explained 63.314% 
N  =  213, Extraction method: Principle Component Analysis, Rotation method: VARIMAX 
CBBF = cross-border business focus; SD = standard deviation 
 
 
  
Factors Items Mean SD Factor 
Loading 
α Eigen- 
value 
 
 
CBBF Factor 1: 
 
Openness to 
Diversity  
 
I like immersing myself in different cultural environments 
 
Particular interests can be shared by diverse groups at the same 
time 
 
A lot can be learnt from foreign cultures about different ways of 
conducting business 
 
A lot can be learnt from foreign cultures about different 
management practices 
 
 
5.91 
 
5.67 
 
5.86 
 
 
5.80 
 
1.123 
 
0.996 
 
1.029 
 
 
1.033 
 
0.666 
 
0.817 
 
0.855 
 
 
0.720 
 
0.78 
 
2.708 
 
 
CBBF Factor 2: 
 
Strong 
Traditional 
Values 
 
I appreciate the importance of following tradition 
 
Maintaining home-country business practices ensures effective 
cross-border operations 
 
The identification and development of new national cultures is 
important 
 
 
5.29 
 
4.96 
 
 
5.55 
 
1.376 
 
1.612 
 
 
1.240 
 
0.750 
 
0.858 
 
 
0.707 
 
0.68 
 
1.724 
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Table 3a Correlation Results for National Identity 
Variables HP1 HP2 HP3 HP4 HP5 
CER
6 
CER
7 
CER
8 
CER10 
HP1 1.000         
HP2 0.427* 1.000        
HP3 0.257* 0.569* 1.000       
HP4 0.119*
** 
0.296* 0.342* 1.000      
HP5 0.294* 0.547* 0.462* 0.425* 1.000     
CER6 0.142*
** 
0.264* 0.218*
* 
0.301* 0.359
* 
1.000    
CER7 0.200*
* 
0.249* 0.190*
* 
0.206*
* 
0.471
* 
0.610
* 
1.000   
CER8 0.102 0.122*
** 
0.116 0.120*
** 
0.271
* 
0.565
* 
0.635
* 
1.000  
CER10 0.265* 0.323* 0.228* 0.356* 0.517
* 
0.501
* 
0.545
* 
0.363
* 
1.000 
Note. * p < 0.001, **p < 0.01, ***p < 0.05 
CER = consumer ethnocentrism and religion; HP = historical pride 
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Table 3b Correlation Results for Cross-Border Business Focus 
Variables OD11 OD12 OD13 STV14 STV15 
OD1
6 
STV17 
OD11 1.000       
OD12 0.493* 1.000      
OD13 0.386* 0.573* 1.000     
STV14 0.146*
** 
--- 0.180*
* 
1.000    
STV15 --- –
0.161** 
--- 0.483* 1.000   
OD16 0.330* 0.377* 0.639* 0.256* 0.115*
** 
1.000  
STV17 0.245* 0.124**
* 
0.248* 0.334* 0.447* 0.394
* 
1.000 
Note. * p < 0.001, **p < 0.01, ***p < 0.05 
OD = openness to diversity; STV = strong traditional values 
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Table 4 Regression Results for National Identity and Cross-Border Business Focus 
 National Identity Cross-border Business Focus 
 Consumer 
Ethnocentrism and 
Religion 
Historical Pride Openness to 
Diversity 
Strong Traditional 
Values 
 β t β t β t β t 
Age –0.513*** –8.629*** –0.377*** –5.892*** --- --- –0.572*** –9.971*** 
Gender –0.202** –2.979** –0.156* –2.288* --- --- –0.249*** –3.676*** 
Education –0.526*** –8.931*** –0.173* –2.541* 0.266*** 3.939*** –0.450*** –7.201*** 
Industry 0.386*** 6.046*** --- --- –0.236** –3.462** 0.296*** 4.434*** 
Level of Job --- --- 0.161* 2.357* ---- --- 0.204** 2.979** 
Religion –0.438*** –7.051*** –0.287*** –4.339*** --- --- –0.489*** –8.009*** 
Country Origin 0.168* 2.459* 0.300*** 4.548*** --- --- 0.233** 3.424** 
Nationality 0.173* 2.535* 0.310*** 4.719*** --- --- 0.262*** 3.876*** 
Note. *** p < 0.001 (100%), ** p < 0.01 (99%), * p < 0.05 (95%), no entry where p ≥ 0.05 (95%) 
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Table 5a MANOVA Results for National Identity – Consumer Ethnocentrism and Religion and Historical Pride 
National Identity Box’s M 
significan
ce 
WL 
Hypothesis 
df 
WL 
Error df 
WL 
significance 
Partial 
Eta 
squared 
Levene 
significance 
Between 
subjects 
effects df 
F Partial Eta 
squared 
Age / CER 0.000 6 412 0.000 0.235 0.000 3 25.711 0.271 
Age / HP 0.140 3 11.866 0.147 
Gender / CER 0.007 2 208 0.001 0.062 0.249 1 8.006 0.037 
Gender / HP 0.024 1 5.476 0.026 
Education / CER 0.000 6 412 0.000 0.184 0.000 3 30.018 0.303 
Education / HP 0.146 3 2.203 0.031 
Industry / CER 0.000 6 412 0.000 0.114 0.000 3 15.316 0.182 
Industry / HP 0.012 3 2.767 0.039 
Job / CER 0.144 2 208 0.062 0.026 0.339 1 0.088 0.000 
Job / HP 0.602 1 5.558 0.026 
Religion / CER 0.000 4 414 0.000 0.192 0.000 2 27.909 0.212 
Religion / HP 0.002 2 16.792 0.139 
Country / CER 0.000 10 408 0.000 0.333 0.000 5 19.282 0.320 
Country / HP 0.002 5 13.999 0.255 
Nationality / CER 0.000 10 408 0.000 0.325 0.000 5 18.047 0.306 
Nationality / HP 0.004 5 14.438 0.260 
Note. CER = consumer ethnocentrism and religion; df = degrees of freedom; F = F distribution; HP = historical pride; WL = Wilks Lamb 
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Table 5b MANOVA Results for Cross-Border Business Focus – Openness to Diversity and Strong Traditional Values 
 Box’s M 
significance 
WL 
Hypothesis 
df 
WL 
Error df 
WL 
significanc
e 
Partial 
Eta 
squared 
Levene 
Significance 
Between 
subjects 
effects df 
F Partial Eta 
squared 
Age / OD 0.112 6 402 0.000 0.199 0.036 3 2.301 0.033 
Age / STV 0.265 3 33.567 0.333 
Gender / OD 0.799 4 404 0.006 0.035 0.270 2 0.737 0.007 
Gender / STV 0.349 2 6.726 0.062 
Education / OD 0.675 6 402 0.000 0.169 0.904 3 5.730 0.078 
Education / STV 0.356 3 21.008 0.238 
Industry / OD 0.123 6 402 0.000 0.103 0.023 3 4.238 0.059 
Industry / STV 0.296 3 10.941 0.140 
Job / OD 0.607 2 203 0.012 0.043 0.881 1 0.240 0.001 
Job / STV 0.883 1 8.876 0.042 
Religion / OD 0.298 4 404 0.000 0.159 0.380 2 2.404 0.023 
Religion / STV 0.410 2 38.165 0.273 
Country / OD 0.108 10 398 0.000 0.286 0.465 5 1.496 0.036 
Country / STV 0.036 5 34.653 0.464 
Nationality / OD 0.087 10 398 0.000 0.295 0.277 5 1.503 0.036 
Nationality / STV 0.031 5 36.364 0.476 
Note. df = degrees of freedom; F = F distribution; OD = openness to diversity STV = strong traditional values; WL = Wilks 
 
